
Vs. 

Vs. 



Vs. 

Vs. 


1993 

Budget 



Budget 

1993 




Kraft USA 




Lbs./Pts. 

1 % 

6 % 

COMPARATIVE STATEMENT OF OPERATIONS 

Lbs./Pts. 

5 % 

1 % 

Op. Revenues 

5 % 

7 % 


Op. Revenues 

5 % 

3 % 

Avail. Profit 

4 % 

9 % 

(in millions of dollars) 

Avail. Profit 

7 % 

2 X 

Income from Oper. 

5 % 

7 % 


Income from Oper. 

8 % 

7 X 


% 

% 

V rhAnap 

- MAR - 

Variance 1 

Fav./(Unfav.) 




- YEAR-TO- 

Variance Fav./(Unfav.) 

•DATE - 

V Ph Qhrfo 

V 

V 

1993 

1994 

so uiiai lyc 

Prior Yr 

1993 


Budget 

1994 


1994 


Budget 

1993 

fm tlldllyc 

Prior Yr 

1994 

1993 



1.4 

7.0 


30.4 

508.7 

LBS/PTS (in millions) 

1,170.8 


55.6 

13.6 

1.2 



94.0 

93.4 

5.1 $ 

43.2 

$ 

55.7 $ 

893.8 

Net Sales - Customers $ 

2,090.0 

$ 

91.2 $ 

67.7 

3.3 

93.3 

93.4 

" 

- 

• 

- 


(0.1) 

0.2 

Royalties and Other Oper. Revenues 

0.5 


(0.3) 

(0.1) 

(16.7) 

- 

- 

94.0 

93.4 

5.1 

43.2 


55.6 

894.0 

OPERATING REVENUES 

2,090.5 


90.9 

67.6 

3.3 

93.3 

93.4 

6.0 

6.6 

16.9 

9.2 


(5.9) 

63.6 

Other Revenues - Affiliates 

150.6 


(18.3) 

7.9 

5.5 

6.7 

6.6 

100.0 

100.0 

5.8 

52.4 


49.7 

957.6 

TOTAL REVENUES 

2,241.1 


72.6 

75.5 

3.5 

100.0 

100.0 

48.8 

50.2 

(8.7) 

(38.3) 


(13.8) 

480.6 

Variable Cost of Sales 

1,142.7 


(6.9) 

(59.2) 

(5.5) 

51.0 

50.0 

4.0 

4.1 

(8.3) 

(3.0) 


(3.5) 

39.2 

Shipping Expense 

93.8 


(6.0) 

(7.7) 

(8.9) 

4.2 

4.0 

0.2 

(0.1) 

100.0+ 

2.3 


1.3 

(0.8) 

LIFO Valuation Adjustment 

(0.5) 


1.8 

5.6 

100.0+ 

- 

0.2 

47.0 

45.8 

3.2 

13.4 


33.7 

438.6 

MARGINAL CONTRIBUTION 

1,005.1 


61.5 

14.2 

1.4 

44.8 

45.8 

5.0 

4.6 

1.8 

0.8 


(1.1) 

44.3 

Fixed Manufacturing Expense 

114.9 


(4.5) 

1.0 

0.9 

5.1 

5.4 

42.0 

41.2 

3.7 

14.2 


32.6 

394.3 

AVAILABLE PROFIT 

890.2 


57.0 

15.2 

1.7 

39.7 

40.4 

25.4 

24.9 

(4.4) 

(10.0) 


(23.2) 

239.5 

Marketing 

546.8 


(32.1) 

0.7 

0.1 

24.5 

25.2 

2.0 

1.7 

11.6 

2.1 


2.6 

16.0 

General and Administrative 

45.8 


2.6 

4.2 

8.4 

2.0 

2.3 

0.7 

0.7 

- 

- 


(0.2) 

6.3 

Research and Development 

16.3 


(0.4) 

0.1 

0.6 

0.7 

0.8 

- 

- 

100.0+ 

0.6 


(2.7) 

(0.4) 

Other Deductions/(Income), Net 

(1.6) 


(6.3) 

(0.8) 

(33.3) 

(0.1) 

(0.1) 

28.1 

27.3 

(2.9) 

(7.3) 


(23.5) 

261.4 

TOTAL EXPENSE 

607.3 


(36.2) 

4.2 

0.7 

27.1 

28.2 








INCOME FROM OPERATIONS BEFORE 








13.9 

13.9 

5.5 $ 

6.9 

$ 

9.1 $ 

132.9 

INTEREST, AMORT. AND ASSESSMENTS $ 

282.9 

$ 

20.8 S 

19.4 

7.4 

12.6 

12.2 
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KRAFT USA 

SUMMARY OF VOLUME. OPERATING REVENUES AND INCOME FROM OPERATIONS 

(in millions) 


For the Month Ending March 31 


VOLUME (Ibs/pts) OPERATING REVENUES_ _ INCOME FROM OPERATIONS 

Variance Fav./(Unfav.) Variance Fav./(Unfav.) Variance Fav./(Unfav.) 

- —" - # - —r:- -; ;- ^j r\r\ a ri > i n/ a rvr\o 



1994 

Budget 

% 

1993 

% 

1994 

Budget 

% 

1993 

% 

1994 

Budget 

% 

1993 

% 

RETAIL CHEESE GROUP 

100.6 

3.7 

3.8 

2.6 

2.7 

$245.9 

$6.2 

2.6 

$1.6 

0.6 

$33.6 

$2.8 

9.1 

($5.9) 

(14.9) 

SPECIALTY PRODUCTS 

68.3 

9.6 

16.4 

11.5 

20.3 

92.2 

11.7 

14.5 

15.1 

19.6 

4.7 

1.8 

59.4 

0.1 

2.0 

GROCERY PRODUCTS 

188.2 

6.3 

3.5 

(13.4) 

(6.6) 

251.5 

19.7 

8.5 

5.4 

2.2 

60.0 

4.4 

8.0 

1.1 

1.8 

OPERATIONS 

_ 

_ 

_ 



- 

- 

- 

- 

- 

2.9 

(0.2) 

(6.5) 

0.2 

7.4 

ADMIN & OTHER 

- 

- 

- 

- 

- 

- 

* 

~ 


- 

1.8 

(2.9) 

(61.7) 

1.0 

100.0 + 

TOTAL KRAFT 

357.1 

19.6 

5.8 

0.7 

0.2 

589.6 

37.6 

6.8 

22.1 

3.9 

103.0 

5.9 

6.1 

(3.5) 

(3.3) 

TOTAL OSCAR MAYER 

111.4 

4.7 

4.4 

4.0 

3.8 

220.8 

6.7 

3.1 

17.4 

8.5 

24.5 

1.6 

6.9 

7.0 

40.0 

ALL AMERICAN GOURMET 

18.6 

4.3 

29.8 

(0.3) 

(1.6) 

34.7 

8.3 

31.6 

(2.7) 

(7.3) 

1.1 

1.1 

100.0 

2.6 

100.0 + 

PIZZA 

21.6 

1.8 

9.0 

2.6 

13.6 

48.9 

3.0 

6.5 

6.4 

15.1 

4.3 

0.5 

13.2 

0.8 

21.6 

KRAFT USA 

508.7 

30.4 

6.4 

7.0 

1.4 

$894.0 

$55.6 

6.6 

$43.2 

5.1 

$132.9 

$9.1 

7.4 

$6.9 

5.6 


Year-to-Date March 31 




VOLUME (Ibs/pts) 



OPERATING REVENUES 



INCOME FROM OPERATIONS 


1994 


Variance Fav./(Unfav.) 


1994 

Variance Fav./(Unfav.) 


1994 

Variance Fav./(Unfav.) 


Budget 

% 

1993 

% 

Budget 

% 

1993 

% 

Budget 

% 

1993 

% 

RETAIL CHEESE GROUP 

253.7 

10.9 

4.5 

8.6 

3.5 

$627.1 

$22.2 

3.7 

$11.9 

1.9 

$92.5 

$9.7 

11.7 

$3.7 

4.2 

SPECIALTY PRODUCTS 

157.7 

7.5 

5.0 

10.6 

7.2 

214.4 

11.1 

5.5 

18.7 

9.6 

9.1 

4.8 

100.0 + 

(1.3) 

(12.5) 

GROCERY PRODUCTS 

391.6 

19.5 

5.2 

(23.8) 

(5.7) 

510.2 

31.7 

6.6 

(9.5) 

(1.8) 

107.9 

9.2 

9.3 

(4.4) 

(3.9) 

OPERATIONS 


- 

- 

- 


- 

- 

- 


- 

4.8 

0.4 

9.1 

(1.9) 

(28.4) 

ADMIN & OTHER 

- 

- 

- 

- 


" 

* 

- 

“ 


3.1 

(9.3) 

(75.0) 

1.2 

61.9 

TOTALKRAFT 

803.0 

37.9 

5.0 

(4.6) 

(0,6) 

1,351.7 

65.0 

5.1 

21.1 

1.6 

217.4 

14.8 

7.3 

(2.7) 

(1.2) 

TOTAL OSCAR MAYER 

266.8 

7.6 

2.9 

7.0 

2.7 

527.2 

6.8 

1.3 

27.7 

5.5 

54.9 

3.0 

5.9 

13.4 

32.4 

ALL AMERICAN GOURMET 

43.4 

4.8 

12.4 

1.3 

3.0 

81.5 

10.0 

14.0 

(1.9) 

(2.3) 

(1.3) 

1.4 

50.5 

5.7 

81.0 

PIZZA 

57.6 

5.3 

10.2 

9.9 

20.8 

130.1 

9.1 

7.5 

20.7 

19.0 

11.9 

1.6 

15.5 

3.0 

33.7 

KRAFT USA 

1,170.8 

55.6 

5.0 

13.6 

1.2 

$2,090.5 

$90.9 

4.5 

$67.6 

3.3 

$282.9 

$209" 

7.9 ‘ 

$19.4 

7.4 
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KRAFT USA 

MARKET AND SHARE ACTIVITY 


LAST 52 WEEKS 



LATEST 5 WK. 
KUSA SHARE/PP 

MARKET% 

KRAFT USA 


MAJOR COMPETITOR’S SHARE 


DIVISION 

SHARE/PP 

MAJOR 

SHARE/PP 

OTHER MAJOR 

SHARE/PP 

CHG. VS. PR. YR. 

CHG. VS. PR YR. 

CHG. VS. PR. YR. 

COMPETITOR 

CHG. VS. PR. YR. 

COMPETITORS 

CHG. VS. PR. YR. 

GROCERY PRODUCTS 

29.6/0.4 

(2.1) 

30.1/0.1 





Miracle Whip* 

31.3/0.2 

(3.0) 

31.6/(0.4) 

Private Label 

3.4/0.2 



Mayonnaise 

14.2/- 

(2.6) 

14.5/0.7 

CPC (Heilmans) 

31.0/0.1 

Private Label 

8.8/(0.2) 

Total Pourables 

42.0/2.1 

3.4 

41.3/1.8 

Unilever (Wishbone) 

16.5/(1.6) 

Clorox (Hidden Valley) 

15.1/(0.9) 

BBQ Sauce 

49.6/0.4 

2.2 

49.3/1.7 

Con Agra (Hunts) 

8.4/0.2 

Campbell (Open Pit) 

Clorox (KC Masterpiece) 
Heinz 

8.1/0.2 

8.1/(0.2) 

7.2/(1.5) 

Macaroni & 







Cheese Dinners 

64.5/3.2 

0.8 

62.6/(0.1) 

Private Label 

27.2/0.1 

Quaker (Golden Grain) 

3.8/(0.1) 

Margarine / Spreads 

14.9/(1.0) 

(6.0) 

15.8/(0.8) 

Shedd’s Spread 

17.6/0.9 

Private Label 

Blue Bonnet 

14.2/(1.4) 

12.7/0.9 

RETAIL CHEESE 

43.3/(0.1) 

0.7 

43.3/(0.5) 




Process Slices 

48.4/3.2 

(0-6) 

47.5/1.2 

Private Label 

33.1/0.1 

Borden 

10.0/(0.3) 

Velveeta Loaf 

84.8/0.6 

(1.5) 

83.4/(0.2) 

Private Label 

13.7/0.5 



Cheez Whiz 

41.8/(1.8) 

(1.1) 

43.5/(1.5) 

Private Label 

5.8/(0.7) 



Grated Cheese 

48.4/(2.9) 

1.3 

51.3/(0.8) 

Private Label 

30.3/0.5 



Natural Cheese 

25.2/(1.5) 

2.7 

25.0/(1.9) 

Private Label 

38.9/1.2 



Cream Cheese 

68.2/(1.3) 

0.9 

66.1/0.7 

Private Label 

29.9/(1.0) 



SPECIALTY PRODUCTS DIVISION 







Cottage Cheese 

20.4/0.5 

(4.1) 

20.0/(0.4) 

Private Label 

39.3/0.9 

Dean Foods 

4.7/0.1 

Yogurt 

12.0/(1.3) 

7.8 

12.4/(1.2) 

Dannon 

29.5/(0.4) 

Private Label 

19.8/0.3 

Sour Cream 

224/(1.9) 





Yoplait 

17.3/1.9 

3.3 

23.8/(0.8) 

Private Label 

32.2/(1.2) 

Land ’O Lakes 

8 . 212.2 


Nielsen Marketing Research: Total U.S. supermarkets $2 million and over, 5 and 52 week data ending 3/26/94. 
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KRAFT USA 

MARKET AND SHARE ACTIVITY 
_ LAST 52 WEEKS 



LATEST 5 WK. 


KRAFT USA 


MAJOR COMPETITOR’S SHARE 


DIVISION 

KUSA SHARE/PP 
CHG. VS. PR. YR. 

MARKET % 
CHG. VS. PR. YR. 

SHARE/PP 
CHG. VS. PR. YR. 

MAJOR 

COMPETITOR 

SHARE/PP 

CHG. VS. PR. YR. 

OTHER MAJOR 
COMPETITORS 

SHARE/PP 
CHG. VS. PR. YR. 

FROZEN PIZZA COMPANY * 








Total Pizza 

27.4/0.9 

8.7 

28.4/2.0 

Schwan 

24.3/(0.6) 

Pillsbury 

15.1/0.3 

OSCAR MAYER FOODS 






Nestle 

7.6/(0.2) 

Slice Pack 

30.0/- 

0.3 

30.2/(0.3) 

Sara Lee 

12.1/(0.2) 

Con Agra 

10.2/0.2 

Oscar Mayer 

22.5/(0.5) 


22.7/(0.3) 





Louis Rich 

7.5/0.5 


7.5/- 





Hot Doqs 

15.7/0.1 

2.1 

15.0/0.4 

Sara Lee 

21.8/0.4 

Con Agra 

10.7/0.6 

Oscar Mayer 

13.0/- 


12.4/0.3 





Louis Rich 

2.7/0.1 


2.6/0.1 





Bacon 

16.8/0.1 

(6.2) 

15.9/0.1 

Con Agra 

8.6/0.1 

Sara Lee 

4.6/0.2 

Oscar Mayer 

13.5/(0.8) 


13.0/(0.5) 





Louis Rich 

1.9/0.3 


1.8/0.4 





Mello Crisp/HIckory Ridge 

1.4/0.6 


1.2/0.3 





OM Lunchables 

82.3/6.2 

58.5 

77.2/(0.1) 

Sara Lee 

18.3/(0.2) 

ConAgra 

3.9/2.0 

Pickles 

12.5/1.7 

- 

11.8/0.6 

Vlasfc 

26.5/(0.2) 

Heinz 

3.5/(0.5) 

Refrigerated 

75.2/3.3 

3.9 

75.5/1.2 





ALL AMERICAN GOURMET * 

Entrees 

16.1/(0.3) 

7.9 

16.6/1.0 

Nestle 

32.1/(1.0) 

Con Agra 

Heinz (Weight Watchers) 

12.4/(1.3) 

11.4/(0.2) 

Dinners 

5.4/0.1 

1.5 

5.4/(0.6) 

Con Agra 

49.8/0.8 

Campbell 

30.0/(0.7) 


Nielsen Marketing Research: Total U.S. supermarkets $2 million and over, 5 and 52 week data ending 3/26/94. 

* Pizza shares based on Dollars. AAG shares based on Units. 
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KRAFT USA 


OPERATING STRUCTURE AND KEY FRANCHISES 


Retail 

Cheese 

Division 


Kraft singles (regular, light, free), Deluxe American slices, Velveeta loaf, Velveeta slices, Kraft Brand Naturals 
(shreds, chunks, slices), Light Naturals, Healthy Favorites (chunks, shreds, slices, cream cheese), Cracker Barrel, 
Philadelphia Brand brick cream cheese (regular & light), Philadelphia Brand soft cream cheese (regular, light, free & 
flavored), Kraft Grated Parmesan, Cheez Whiz, Handi-Snacks and Economy Line. 

Specialty 

Products 

Division 


Polly-O, Churny, Anco, DiGiorno pasta and sauces, Toblerone chocolates, Breakstone sour cream, Light & Lively 
cottage cheese, Breyers yogurt, Light' N Lively yogurt, Sealtest cottage cheese & sour cream, and Knudsen sour 
cream, cottage cheese & yogurt, Callard & Bowser Toffees, Altoid Mints and Terry chocolates. 

Grocery 

Products 

Division 

Dry Grocery 

Miracle Whip (regular, light and fat free), Kraft Real Mayonnaise (regular, light and fat free), Kraft Macaroni & 
Cheese (assorted shapes), Kraft pourable salad dressings, Seven Seas salad dressings, Kraft Barbecue Sauce 
(regular, Thick 'N Spicy), Bull's-Eye Barbeque Sauce and Kraft marshmallows. 


Margarine 

Parkay, Chiffon and Touch of Butter. 

Oscar Mayer 


Oscar Mayer Luncheon Meats, Hot Dogs, Bacon, Ham, Lunch Combinations and other meat products. Louis 

Rich Luncheon Meats, Hot Dogs, Turkey Bacon, Breast of Turkey and other meat products. Claussen pickles. 
Military export sales of Oscar Mayer and Louis Rich brand meat products and Claussen pickles. 

AAGC 


Budget Gourmet Brand entrees (regular and special selections), Budget Gourmet Light entrees, Light and 

Healthy Dinners, Side Dishes. 

Pizza 


Tombstone Regular, Doubletop, Microwave Thin Crust, Special Order, and Light Pizza; Tombstone meat snacks; 
Jack's Regular, Naturally Rising and Box Pizza. 
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Source: https://www.industrydocuments.ucsf.edu/docs/smflOOOO 




KRAFT GENERAL FOODS CANADA 


Kraft General Foods Canada's results for March quarter were below Original Budget expectations. Volume of 187.1 million pounds was 7.5 
million pounds or 3.9% unfavorable to the Original Budget and 2.8 million pounds or 1.5% unfavorable to prior year. Income from operations of 
$44.1 million was $6.3 million or 12.5% unfavorable versus the Original Budget and $4.6 million or 9.4% unfavorable to prior year. 

Retail volume for the quarter was unfavorable versus the Original Budget 8.7 million pounds or 5.9% with shortfalls across most major 
categories. Roast and ground coffee, including Nabob, was down 2.9 million pounds, due to a trade inventory adjustment as we moved to 
eliminate off strategy feature pricing in the market. Shortfalls on cereals (1.3 million pounds), slices (0.8 million pounds) and natural cheese (1.0 
million pounds) were heavily influenced by reduced Quebec retail coupon support as a result of an industry wide clearing house dispute. Desserts 
(1.1 million pounds) were unfavorable due to the timing of retailer support. Two Retail businesses which performed well were peanut butter and 
dinners. Strong peanut butter performance (1.4 million pounds) behind the new Light product introduction, resulted in a total category increase in 
market share versus prior year of 2.7 percentage points for the four week period ending March 5,1994. Light recorded a 7.0% share of market for 
the same period. Dinners (0.8 million pounds) were favorable due primarily to Ontario in-trade coupon support. Foodservice was favorable 0.8 
million pounds or 1.8% reflecting custom label strength. 

Versus prior year, total Retail volume excluding Nabob was down 10.4 million pounds or 7.2% due primarily to the reduction of in-store activity in 
Quebec and the roast and ground trade inventory adjustment. Foodservice was favorable to prior year by 1.2 million pounds or 2.7% as a result 
of custom label strength. The acquisition of Nabob added 6.3 million pounds of favorability. 

Operating revenues of $310.2 million were $25.2 million or 7.5% unfavorable versus the Original Budget and $13.4 million or 4.1% unfavorable 
to prior year. The unfavorability is attributed to volume softness and unfavorable currency translation of $5.4 million versus the Original Budget 
and $17.4 million versus prior year. 

Income from operations of $44.1 million was $6.3 million or 12.5% unfavorable versus the Original Budget and $4.6 million or 9.4% unfavorable 
to prior year. Versus the Original Budget, the variance is due to volume softness and our inability to recover green coffee cost increases. Versus 
prior year, the unfavorable variance is a result of lower volumes, increased commodity costs and an unfavorable currency translation, partially 
offset by pricing. 


Douglas A. Smith 
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Vs. 

Vs. 



Vs. 

Vs. 


1993 

Budget 



Budget 

1993 




Kraft General Foods Canada 




Lbs./Pts. 

6 % 

7 % 

COMPARATIVE STATEMENT OF OPERATIONS 

Lbs./Pts. 

(4)% 

(1)% 

Op. Revenues 

3 % 

2 % 


Op. Revenues 

(8)7. 

(4)% 

Avail. Profit 

<1)% 

<1)% 

(in millions of dollars) 

Avail. Profit 

(10)7. 

(7)% 

Income from Oper. 

11 % 

2 % 


Income from Oper. 

(13)% 

(9)% 


% 

1993 

% 

1994 

% Change 
Prior Yr 

- mar- 

Variance Fav./(Unfav.) 




- YEAR-TO-C 

Variance Fav./(Unfav.) 

>ATE - 

% Change 
Prior Yr 

% 

X 

1993 


Budget 

1994 


1994 

Budget 


1993 

1994 

1993 



5.6 

4.2 


5.2 

78.8 

LBS/PTS (in millions) 

187.1 

(7.5) 


(2.8) 

(1.5) 



96.9 

92.9 

2.5 $ 

3.2 

$ 

2.6 $ 

130.6 

Met Sales - Customers $ 

310.2 

S (25.2) 

$ 

(13.4) 

(4.1) 

93.9 

96.9 

96.9 

92.9 

2.5 

3.2 


2.6 

130.6 

OPERATING REVENUES 

310.2 

(25.2) 


(13.4) 

(4.1) 

93.9 

96.9 

3.1 

7.1 

100.0+ 

5.9 


3.7 

10.0 

Other Revenues - Affiliates 

20.0 

4.2 


9.8 

96.1 

6.1 

3.1 

100.0 

100.0 

6.9 

9.1 


6.3 

140.6 

TOTAL REVENUES 

330.2 

(21.0) 


(3.6) 

(i.i) 

100.0 

100.0 

50.6 

4.9 

53.7 

4.3 

(13.4) 

4.7 

(8.9) 

0.3 


(6.8) 

75.5 

6.1 

Variable Cost of Sales 

Shipping Expense 

175.4 

14.7 

4.7 

1.5 


(5.7) 

1.1 

(3.4) 

7.0 

53.1 

4.5 

50.9 

4.7 

44.5 

42.0 

0.9 

0.5 


(0.5) 

59.0 

MARGINAL CONTRIBUTION 

140.1 

(14.8) 


(8.2) 

(5.5) 

42.4 

44.4 

5.3 

5.7 

(12.9) 

(0.9) 


(0.2) 

7.9 

Fixed Manufacturing Expense 

19.3 

0.8 


(0.9) 

(4.9) 

5.8 

5.5 

39.2 

36.3 

(0.8) 

(0.4) 


(0.7) 

51.1 

AVAILABLE PROFIT 

120.8 

(14.0) 


(9.1) 

(7.0) 

36.6 

38.9 

19.6 

4.9 

0.7 

(0.2) 

16.8 

4.1 

0.6 

7.4 

10.8 

11.1 

(100.0) 

1.9 

0.7 

0.1 

(0.2) 


1.2 

(0.5) 

0.1 

0.3 

23.7 

5.8 

0.8 

Marketing 

General and Administrative 

Research and Development 

Currency Trans, and Hedging, Net 

Other Deductions/(Income), Net 

61.4 

13.3 

2.0 

6.4 

0.4 

0.3 

0.6 


3.2 

1.5 

0.2 

(0.4) 

5.0 

10.1 

9.1 

(100.0) 

18.6 

4.0 

0.6 

19.3 

4.4 

0.7 

(0.1) 

25.0 

21.5 

7.6 

2.5 


1.1 

30.3 

TOTAL EXPENSE 

76.7 

7.7 


4.5 

5.5 

23.2 

24.3 

14.2 

14.8 

11.2 $ 

2.1 

$ 

0.4 S 

20.8 

INCOME FROM OPERATIONS BEFORE 
INTEREST, AMORT. AND ASSESSMENTS S 

44.1 

$ (6.3) 

$ 

(4.6) 

(9.4) 

13.4 

14.6 
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KRAFT GENERAL FOODS CANADA 

SUMMARY OF VOLUME. OPERATING REVENUES AND INCOME FROM OPERATIONS 

(in millions) 


For the Month Ending March 31. 


VOLUME (ibs/pts) 

OPERATING REVENUES 

INCOME FROM OPERATIONS 

Variance Fav./(Unfav.) 

Variance Fav./(Unfav.) 

Variance Fav./(Unfav.) 

1994 Budget % 1993 % 

1994 Budget % 1993 % 

1994 Budget % 1993 % 


CANADA RETAIL GROUP 

56.8 

3.5 

6.7 

2.4 

4.4 

$103.6 

$2.5 

2.5 

$2.5 

2.5 

$17.2 

$2.8 

19.7 

$2.4 

16.0 

CANADA FOODSERVICE 

20.7 

1.9 

10.1 

1.6 

8.5 

24.6 

(0.3) 

(1.0) 

(0.2) 

(0.8) 

1.4 

(0.3) 

(17.6) 

- 

- 

KGF CANADA OTHER 

1.3 

(0.2) 

(13.3) _ 

0.2 

18.2 

2.4 

0.4 

20.0 

0.9 

60.0 

2.2 

(2J1 

(48.8) _ 

(0.3) 

(12.0) 

KGF CANADA 

78.8 

5.2 

7.1 

4.2 

5.6 

$130.6 

$2.6 

2.0 

$3.2 

2.5 

$20.8 

$0.4 

2.0 

$2.1 

11.2 


Year-to-Date March 31. 


VOLUME (Ibs/pts) 

OPERATING REVENUES 

INCOME FROM OPERATIONS 

Variance Fav./(Unfav.) 

Variance Fav./(Unfav.) 

Variance Fav,/(Unfav.) 

1994 Budget % 1993 % 

1994 Budget % 1993 % 

1994 Budget % 1993 % 


CANADA RETAIL GROUP 

138.1 

(8.7) 

(5.9) 

(6.1) 

(4.2) 

$247.3 

($23.5) 

(8.7) 

($16.0) 

(6.1) 

$33.2 

($5.7) 

(14.6) 

($7.8) 

(19.1) 

CANADA FOODSERVICE 

45.8 

0.8 

1.8 

1.2 

2.7 

56.7 

(2.8) 

(4.7) 

(0.9) 

(1.6) 

2.2 

(1-4) 

(38.9) 

0.2 

10.0 

KGF CANADA OTHER 

3.2 

0.4 

14.3 

2.1 

100.0 + 

6.2 

1.1 

21.6 

3.5 

100.0 + _ 

8.7 

0.8 

10.1 

3.0 

54.7 

KGF CANADA 

187.1 

(7.5) 

(3.9) = 

(2.8) 

d-5) , 

$310.2 

($25.2) 

(7.5) = 

($13.4) 

(4.1) = 

$44.1 

($6.3) 

(12.5) _ 

($4.6) 

(9.4) 
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KRAFT GENERAL FOODS CANADA 
MARKET AND SHARE ACTIVITY 


LATEST 

4 WEEKS LATEST 52 WEEKS ACTUAL 



KGF CANADA 


KGF CANADA 


MAJOR COMPETITOR SHARES 



SHARE/PP 

MARKET 

SHARE/PP 


SHARE/ 


SHARE/ 


CHANGE 

% CHANGE 

% CHANGE 

MAJOR 

PP CHANGE 

OTHER MAJOR 

PP CHANGE 


VS. LAST YR. 

VS. LAST YR. 

VS. LAST YR. 

COMPETITOR 

VS. LAST YR. 

COMPETITOR 

VS. LAST YR. 

CORE PRODUCTS 








CORE CHEESE 

Process Slices 

42.2/(2.1) 

3.0 

46.8(1.3) 

Private Label 

32.4/(0.1) 

Schneider 

10.0/1.5 

Process Glass (Jar) 

78.7/(3.6) 

(1.2) 

79.9/(3.3) 

Private Label 

14.9/2.6 

Lactantia 

1.7/0.2 

Cream Cheese 

65.5/(3.6) 

1.9 

67.3/(2.2) 

Private Label 

27.8/1.9 

Beatrice 

3.0/0.6 

Total Natural 

30.1/(5.0) 

10.8 

34.2/(2.9) 

Private Label 

20.4/0.1 

Lactel 

5.5/0.2 

Total Cheese (Ex Bulk) 

44.9/(5.1) 

5.3 

48.6/(3.1) 





DESSERTS 

Gelatins 

54.4/(1.8) 

3.5 

59.2/1.8 

Private Label 

35.0/(4.3) 



Instant Puddings 

67.5/(1.0) 

0.2 

68.7/(0.7) 

Private Label 

19.0/(1.5) 



Mini-Puddings 

43.7/(5.7) 

7.9 

47.8/(6.2) 

Private Label 

30.9/7.4 

Nestle 

11.3/(1.7) 






Delmonte 

7.3/0.6 

DINNERS 

Macaroni & Cheese 

66.0/(3.0) 

6.1 

67.0/0.4 

Private Label 

26.4/(0.3) 

Catelli 

5.6/0.7 

Minute Rice 

46.7/0.8 

5.9 

47.8/(0.2) 

Uncle Ben’s 

32.8/2.7 

Private Label 

12.8/(1.7) 

Shake'N Bake 

78.1/(1.0) 

3.3 

79.6/0.7 

Private Label 

15.5/1.1 

Monarch 

3.9/(1.6) 


* MarketTrack 4 and 52 Week data ending March 5,1994. 
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KRAFT GENERAL FOODS CANADA 

MARKET AND SHARE ACTIVITY 





LATEST 

4 WEEKS 



LATEST 52 WEEKS ACTUAL 




KGF CANADA 


KGF CANADA 


MAJOR COMPETITOR SHARES 



SHARE/PP 

CHANGE 

VS. LAST YR. 

MARKET 
% CHANGE 
VS. LAST YR. 

SHARE/PP 
% CHANGE 
VS. LAST YR. 

MAJOR 

COMPETITOR 

SHARE/ 

PP CHANGE 
VS. LAST YR. 

OTHER MAJOR 
COMPETITOR 

SHARE/ 

PP CHANGE 
VS. LAST YR. 

CORE PRODUCTS 








SALADS 

Miracle Whip 

69.6/(1.0) 

(1.5) 

70.6/(0.2) 

Private Label 

25.6/0.2 



Total Mayonnaise 

27.0/(10.2) 

10.6 

29.7/(1.6) 

Hellmann’s 

43.5/(4.0) 

Private Label 

24.0/6.1 

Pourable Dressings 

66.3/(2.3) 

8.8 

68.1/(1.9) 

Private Label 

14.7/1.8 

H.V.R. 

4.3/(0.5) 

COFFEE 

Roast & Ground Coffee - Base 

26.0/0.2 

(2.4) 

26.5/(1.0) 

Private Label 

35.5/2.1 

Nestle 

5.4/(0.4) 

Roast & Ground Coffee - Nabob 

20.4/(0.4) 

(2.4) 

23.8/(0.9) 





Soluble Coffee 

37.4/(3.7) 

(2.7) 

41.8/(1.5) 

Nestle 

38.7/0.9 



Total Retail Coffee 

42.5/(1.8) 

(2.6) 

46.7/(1.8) 





POWDERED SOFT DRINKS 

68.5/(2.4) 

(4.3) 

72.7/(2.7) 

Private Label 

12.6/2.7 

Lipton 

Crosby 

Freshie 

5.1/1.2 

5.0/(0.2) 

1.5/(0.8) 

CEREALS 

Post 

8.1/(1.5) 

3.2 

8.8/(0.8) 

Kellogg’s 

45.4/(0.5) 

General Mills 

14.3/0.6 

Nabisco 

10.6/(0.2) 

3.2 

11.2/(0.4) 



Quaker 

8.3/(0.1) 

NON-CORE PRODUCTS 








Margarine 

9.6/(0.1) 

(0.8) 

10.1/(0.4) 

Lipton 

40.9/2.1 

Private Label 

23.9/0.5 

Stove Top 

45.8/(4.5) 

5.6 

45.3/(1.9) 

Uncle Ben’s 

31.1/2.1 

Paxo 

4.6/(0.8) 

Peanut Butter 

38.1/2.7 

(0.6) 

37.3/0.5 

Private Label 

32.7/1.1 

Skippy 

Squirrel 

14.3/(0.6) 
11.7/0.7 

BBQ Sauce 

43.3/2.5 

8.0 

50.0/1.2 

Heinz 

26.1/(2.4) 

Private Label 

20.0/1.2 

* MarketTrack 4 and 52 Week data ending March 5,1994. 
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KRAFT GENERAL FOODS CANADA 


RETAIL 


OPERATING STRUCTURE AND KEY FRANCHISES 


Process Slices 

Jar Cheese 

Philadelphia 

Natural Cheese 

Margarine 

Viscous 

Pourables 

Traditional Dinners 

Peanut Butter 

Beverages-PSD 

Cereals 

Desserts 

Coffee 

Other Retail 


FOODSERVICE 

OTHER 


Kraft Slices, Velveeta Slices 
Cheez Whiz, Velveeta Spreads 
Philadelphia Cream Cheese 

Cracker Barrel, P'tit Quebec, MacLaren's, Kraft Mozzarella, Kraft Varietals, Snackeroos 
Parkay, Parkay Gold 

Mayonnaise, Miracle Whip, Salad Bowl, Sandwich Spread 
Regular, Cal-Wise & Free, Refrigerated Liquid Dressings 
Kraft Dinners, Velveeta Dinners 
Kraft Peanut Butter 

Kool-Aid Powders, Tang Flavors, Quench, Country Time, Crystal Light 
Post and Nabisco 

Ready-To-Eat Magic Moments and Light Touch Puddings, Jell-O, Bird's Custard, Whip'N Chill, Minit Tapioca, Royal No Bake 
Maxwell House, Sanka, GFIC, Chase & Sanborn, Nabob 

Velveeta Loaf, Canadian Loaf, Kraft Light Loaf, Grated Cheese, Squeez-A-Snak, Philadelphia Dips, Cheese Pot, Handi-Snack, 
Minute Rice, Shake'N Bake, Stove Top, Salad Dry Mixes, Fruit Spreads, Honey, BBQ Sauces, Pasta & Sauce Dinners, Kraft 
Pasta Dinners, Pizza Dinners, Jacobs Suchard & Toblerone Chocolate, Callard & Bowser, Kraft Confections, Tang Orange, 
Ready-To-Drink Kool-Aid, Dream Whip, Cool Whip, Pectin, Baker's Chocolate, Custom Label, Copack 

Foodservice Coffee Group, Foodservice and Industrial 

Nabob Swiss Water Decaffeinated Coffee Beans, Export, Nabisco Copack, Whey, Corporate, Intercompany, Subsidiaries 
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KRAFT FOOD INGREDIENTS 


First quarter income from continuing operations (IFO) of $7.5 million was below Original Budget (OB) by $1.5 million (16.7%) and unfavorable to 
1993 by $1.1 million (12.8%). Volume was off OB by 47.1 million pounds (13.8%) and 31.1 million pounds (9.6%) below 1993. Financial shortfalls 
were volume driven as service problems experienced in late 1993 in the transition from four plants to two and stiffer competition impacted first 
quarter customer takeaway. Service levels have been re-established and volume building programs have been initiated. 

Total KFI volume for the quarter was down 47.1 million pounds (13.8%) to OB. Total Oil Products volume of 236.9 million pounds was 45.6 
million pounds (16.2%) below OB. The key driver was Retail Products volume, off OB by 26.8 million pounds, which suffered from our drive for 
higher margins in Private Label Oil and stiff competition from both Private Label and Branded competitors. Further, sluggish demand and 
transition related lost business for both Bulk Oil Ingredients and Foodservice National Accounts drove Oil Ingredients first quarter volume 18.8 
million pounds below OB. Specialty Ingredients volume of 57.3 million pounds increased 1.9% versus 1993 but fell 1.5 million pounds (2.5%) 
below OB driven by Brazilian tariff issues which resulted in weaker export shipments and soft volume demand. This was somewhat offset by 
favorable volume gains in Marshmallows and Refrigerated (Natural and Soft Cheeses). 

First quarter operating revenues were down $10.8 million (5.9%) to OB but ahead of last year by $8.4 million or 5.1%. Oil Products operating 
revenues were below OB by $9.4 million (7.9%) due to low volumes, but overall unit prices were favorable to OB by 10% on the strength of the 
transition to a value added strategy. Operating revenues for Specialty Ingredients were $3.3 million (5.6%) favorable to 1993 but $1.4 million 
(2.1%) below OB as volume shortfalls outpaced favorable product mix and unit price increases. 

IFO of $7.5 million for the quarter fell short of OB $1.5 million (16.7%) and $1.1 million (12.8%) below 1993. Specialty Ingredients IFO for the 
quarter exceeded OB by $.6 million (11.1%) on the strength of a record setting March business contribution performance and favorable 
manufacturing cost efficiencies. Oil Products IFO was below OB by $2.1 million (58.3%) due to volume shortfalls resulting in reduced 
contributions and reduced manufacturing efficiencies (despite favorable unit margin gains and reduced expenses in administrative, technical, and 
sales). 

Other significant events and initiatives affecting Kraft Food Ingredients: 

• Efforts are being redoubled to focus on established productivity projects and a chronic waste program is being initiated to accelerate reduced 
cost initiatives. 

• Aggressive KFI marketing plans are being launched to drive share increases in the Retail Shortening & Oil Product segments. 

• Technology driven initiatives including K Blazer™, healthier oils, and improved grill flavor continue to move through development and look 
positive. 


Robert G. McVicker 
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Vs. 

Vs. 



Vs. 

Vs. 


1993 

Budget 



Budget 

1993 


- 


Kraft Food Ingredients 


- — 


Lbs./Pts. 

(9)7. 

(13)% 

COMPARATIVE STATEMENT OF OPERATIONS 

Lbs./Pts. 

(14)% 

(10)% 

Op. Revenues 

7 % 

<3)% 


Op. Revenues 

(6)% 

5 % 

Avail. Profit 

(13)% 

(10)% 

(in millions of dollars) 

Avail. Profit 

(13)% 

(10)% 

Income from Oper. 

(20)% 

(13)% 


Income from Oper. 

(17)% 

(13)% 


MAR - - YEAR-TO-DATE 


% 

1993 

% 

1994 

% Change 
Prior Yr 

Variance Fav./(Unfav.) 

1994 



1994 

Variance Fav./(Unfav.) 

% Change 
Prior Yr 

% 

1994 

% 

1993 

1993 


Budget 

Budget 

1993 



(9.4) 

(12.4) 


(18.3) 

120.1 

LBS/PTS (in millions) 


294.2 

(47.1) 

(31.1) 

(9.6) 



85.8 

84.0 

6.6 $ 

4.4 

$ 

(2.3) $ 

71.5 

Net Sales - Customers 

$ 

173.4 

% (10.8) $ 

8.4 

5.1 

83.8 

89.0 

85.8 

84.0 

6.6 

4.4 


(2.3) 

71.5 

OPERATING REVENUES 


173.4 

(10.8) 

8.4 

5.1 

83.8 

89.0 

14.2 

16.0 

22.5 

2.5 


4.0 

13.6 

Other Revenues - Affiliates 


33.6 

9.1 

13.3 

65.5 

16.2 

11.0 

100.0 

100.0 

8.8 

6.9 


1.7 

85.1 

TOTAL REVENUES 


207.0 

(1.7) 

21.7 

11.7 

100.0 

100.0 

77.4 

81.8 

(15.0) 

(9.1) 


(2.1) 

69.6 

Variable Cost of Sales 


169.7 

0.1 

(26.7) 

(18.7) 

82.0 

77.1 

4.3 

3.6 

8.8 

0.3 


(0.2) 

3.1 

Shipping Expense 


7.4 

(0.1) 

1.5 

16.9 

3.6 

4.8 

- 

0.7 

- 

(0.6) 


(0.4) 

0.6 

LIFO Valuation Adjustment 


2.9 

(1.5) 

(1.5) 

(100.0+) 

1.4 

0.8 

18.3 

13.9 

(17.5) 

(2.5) 


(1-0) 

11.8 

MARGINAL CONTRIBUTION 


27.0 

(3.2) 

(5.0) 

(15.6) 

13.0 

17.3 

5.6 

3.8 

27.3 

1.2 


- 

3.2 

Fixed Manufacturing Expense 


8.0 

0.4 

2.9 

26.6 

3.8 

5.9 

12.7 

10.1 

(13.1) 

(1.3) 


(1-0) 

8.6 

AVAILABLE PROFIT 


19.0 

(2.8) 

(2.1) 

(10.0) 

9.2 

11.4 

3.1 

2.5 

12.5 

0.3 


0.3 

2.1 

Marketing 


5.2 

0.8 

1.0 

16.1 

2.6 

3.4 

2.9 

2.8 

(4.3) 

(0.1) 


0.2 

2.4 

General and Administrative 


6.3 

0.5 

(0.2) 

(3.3) 

3.0 

3.3 

0.4 

0.1 

66.7 

0.2 


- 

0.1 

Research and Development 


0.3 

- 

0.4 

57.1 

0.1 

0.4 

(0.1) 


(100.0) 

(0.1) 


(0.1) 

- 

Other Deductions/(Income), Net 


(0.3) 

- 

(0.2) 

(40.0) 

(0.1) 

(0.3) 

6.3 

5.4 

6.1 

0.3 


0.4 

4.6 

TOTAL EXPENSE 


11.5 

1.3 

1.0 

8.0 

5.6 

6.8 








INCOME FROM OPERATIONS BEFORE 








6.4 

4.7 

(20.0) $ 

(1-0) 

$ 

(0.6) $ 

4.0 

INTEREST, AMORT. AND ASSESSMENTS 

$ 

7.5 

% (1.5) $ 

(1.1) 

(12.8) 

3.6 

4.6 
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KRAFT FOOD INGREDIENTS 

SUMMARY OF VOLUME. OPERATING REVENUES AND INCOME FROM OPERATIONS 

(in millions) 


For the Month Ending March 31 


VOLUME (Ibs/pts) OPERATING REVENUES_ INCOME FROM OPERATIONS 

Variance Fav./(Unfav.) Variance Fav./(Unfav.)_ _ Variance Fav./(Unfav.) 

1994 Budget % 1993 % 1994 Budget % 1993 % 1994 Budget % 1993 _% 


SPECIALITY INGREDIENTS 

24.1 

2.2 

10.0 

1.0 

4.5 

$26.1 

$2.5 

10.8 

$2.3 

9.7 

$2.8 

$0.6 

29.1 

$0.7 

33.3 

OIL PRODUCTS 

96.0 

(20.5) 

(17.6) 

(13.4) 

(12.3) 

45.4 

(4.8) 

(9.8) 

2.1 

4.7 

1.2 

(1.2) 

(50.0) 

(1.7) 

(58.6) 

KRAFT FOOD INGREDIENTS 

120.1 

_m3) 

(13.2) : 

(12.4) 

(9.4) : 

$71.5 

($2.3) 

(3-1) ~ 

$4.4 

6.6 ~ 

$4.0 

($0.6) 

(13.0) “ 

($1.0) 

(20.0) 


Vear-to-Date March 31 


VOLUME (Ibs/pts) 

OPERATING REVENUES 

INCOME FROM OPERATIONS 

Variance Fav./(Unfav.) 

Variance Fav./(Unfav.) 

Variance Fav./(Unfav.) 

1994 Budget % 1993 % 

1994 Budget % 1993 % 

1994 Budget % 1993 % 


SPECIALITY INGREDIENTS 

57.3 

(1.5) 

(2.5) 

1.1 

1.9 

$62.2 

($1-4) 

(2.1) 

$3.3 

5.6 

$6.0 

$0.6 

11.1 

$1.6 

36.4 

OIL PRODUCTS 

236.9 

(45.6) 

(16.2) 

(32.2) 

(12.0) 

111.2 

(9.4) 

(7.9) 

5.1 

4.8 

1.5 

(2.1) 

(58.3) 

(2.7) 

(64.3) 

KRAFT FOOD INGREDIENTS 

294.2 

(47.1) 

(13.8) : 

(31.D 

(9.6); 

$173.4 

($10.8) 

(5.9) I 

$8.4 

5.1 “ 

$ 7 ‘ 5 - = 

($1.5) 

(16.7) : 

($1.1) 

(12.8) 
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KRAFT FOOD INGREDIENTS 
OPERATING STRUCTURE AND KEY FRANCHISES 


Oil 

Products 


Specialty 

Ingredients 


I^9e08fr0Z 



Retail Provides a wide range of private label and specialty items to the Retail Grocery Trade and Non- 

Products Traditional food outlets. A line of controlled-label products are also marketed under the following labels: Mrs. 

Tuckers (shortening), Richtex (salad oil), Unique (imitation cheese), and BerZerk (novelty candy). Products 
include shortening, salad oil, olive oil, pan spray, coffee creamer, imitation cheese, marshmallows, caramel 
and specialty candies. 


Oil Provides a line of value-added edible oil-based ingredients to the Food Processor and Foodservice 

Ingredients industry. Food Processor products include packaged oil, specialty bulk oils, and coffee creamer for specific 

applications in the Bakery, Snack Food and Processed Food market segments. Foodservice products include 
shortening, salad oil, margarine and imitation cheese sold primarily to National Foodservice chains and distributors. 


Provides a line of high value-added specialty ingredients to the Food Processor industry. 

Product lines are centered around three categories: confection (caramel, toffee, coconut, dehydrated 
marshmallows), flavors (natural flavors, cheese flavors, Oscar Mayer flavor ingredients), refrigerated (natural 
cheese, grated cheese, soft cheese). 
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Kraft Foodservice 


OPERATING REVENUES/INCOME FROM OPERATIONS 

(in millions of dollars) 


OPERATING REVENUES 


450 

400 

350 

300 

250 


200 



JAN 

FEB 

MAR 

APR 

MAY 

JUN 

JUL 

AUG 

SEP 

OCT 

NOV 

DEC 

1994 BUDGET — 

285.5 

310.7 

397.3 

331.8 

343.9 

417.2 

338.0 

348.2 

427.4 

350.7 

347.5 

405.9 

1994 ACTUAL — 

278.8 

309.9 

404.3 










1993 ACTUAL -- 

260.3 

286.6 

363.1 

303.0 

314.9 

380.9 

306.1 

314.6 

390.1 

320.8 

314.9 

379.9 




1,200 

900 

600 

300 



YEAR TO DATE 

1994 BUDGET ■ 

993.5 

1994 ACTUAL H 

993.0 

1993 ACTUAL ■ 

910.0 


INCOME FROM OPERATIONS 
18 r 



( 6 ) 



JAN 

FEB 

MAR 

APR 

MAY 

JUN 

JUL 

AUG 

SEP 

OCT 

NOV 

DEC ; 

1994 BU D G ET — 

(1.3) 

3.3 

4.0 

7.4 

8.6 

10.4 

7.4 

9.7 

12.0 

10.2 

9.2 

12.1 

1994 ACTUAL — 

(1.9) 

2.1 

4.8 










1993 ACTUAL -- 

(2.9) 

0.4 

7.2 

5.0 

6.5 

10.3 

4.8 

6.1 

12.1 

6.0 

7.7 

14.3 




YEAR TO DATE 

1994 BUDGET ■ 

6.0 

1994 ACTUAL H 

5.0 

1993 ACTUAL ■ 

4.7 
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KRAFT FOODSERVICE. INC. 


Volume for the quarter of 1,018.0 million pounds was favorable to prior year by 62.7 million pounds or 7%, but unfavorable to 
budget by 13.8 million pounds or 1%. 

Operating revenues during the first quarter of $993.0 million were $83.0 million or 9% favorable to prior year, but $0.5 million 
unfavorable to budget. Despite the indications of a strengthening economy given by the increasing Consumer Confidence Index, 
Kraft Foodservice is still experiencing softness in its metro street business. Consumers are spending their earnings on purchases 
that they may have been putting off in the past, leaving less to spend in the food away-from-home market segment. 

Income from operations (IFO) for the quarter of $5.0 million was favorable to prior year by $0.3 million or 6%, but unfavorable to 
budget by $1.0 million or 17%. Kraft Foodservice has had IFO growth over prior year but falters when compared to budget. The 
relentless margin pressures brought on by our competitors continue to compress our profits down to a level where we must 
remain to be competitive in defending our customer base. 


KEY INITIATIVES: 

"Service So Good, We Put Our Name On It!" 

The Customer Service Index (CSI) held steady at 86 for the month of March with the Tampa and Cincinnati districts reaching 
service levels of 91. The Indianapolis district had the next highest rating at 89. The date of April 15 has been set for the 
Charlotte district's “Service So Good...' 1 kickoff. Management supervisory workshops and employee skill training classes were 
held in Charlotte to promote teamwork and to fully develop error resolution skills. 

SANDRA 90 

During the month of March, two districts converted to the SANDRA 90 system. The Seattle district converted on March 5, and the 
Milwaukee district converted on March 19. Despite the concern raised over warehouse capacity and the amount of slow or 
obsolete products at the Seattle district, the conversion was completed on schedule. Both the Rocky Mount and Austin districts 
are scheduled to convert during the month of June. These districts have already begun to prepare. Also, the Systems 
Department recently completed their latest enhancement of the SANDRA 90 system, a trend report. This report will show 
trending for sales and marginal income on the "top 100" items for each SANDRA 90 district. 


James A. Miller 
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Vs. 

Vs. 



Vs. 

Vs. 


1993 

Budget 

Kraft Foodservice 


Budget 

1993 


- - 


COMPARATIVE STATEMENT OF OPERATIONS 




Lbs./Pts. 

6 % 

- % 

(in millions of dollars) 

Lbs./Pts. 

(1)% 

7 % 

Op. Revenues 

11 % 

2 % 


Op. Revenues 

- % 

9 % 

Avail. Profit 

(3 )% 

(5)% 


Avail. Profit 

(7)7. 

(1)% 

Income from Oper. 

(33)% 

20 % 


Income from Oper. 

(17)% 

6 % 

Pre-Tax 

(35)% 

24 % 


Pre-Tax 

(17)% 

(2)% 

Net Earnings 

(36)% 

29 % 


Net Earnings 

(17)% 

(4)% 


% 

1993 

% 

1994 

% Change 
Prior Yr 

- MAR - 

Variance Fav./(Unfav.) 




- YEAR-TO-DATE - 

Variance Fav./(Unfav.) 

% Change 
Prior Yr 

% 

1994 

% 

1993 


Budget 

1994 


1994 

Budget 

1993 

1993 



6.0 

23.2 


(0.7) 

412.0 

LBS/PTS (in millions) 

1,018.0 

(13.8) 

62.7 

6.6 



100.0 

100.0 

11.3 $ 

41.2 

$ 

7.0 $ 

404.3 

Net Sales - Customers 

$ 993.0 

$ (0.5) $ 

83.0 

9.1 

100.0 

100.0 

100.0 

100.0 

11.3 

41.2 


7.0 

404.3 

OPERATING REVENUES 

993.0 

(0.5) 

83.0 

9.1 

100.0 

100.0 

- 

- 

- 

- 


0.1 

0.1 

Other Revenues - Affiliates 

0.1 

0.1 

- 

- 

- 

- 

100.0 

100.0 

11.3 

41.2 


7.1 

404.4 

TOTAL REVENUES 

993.1 

(0.4) 

83.0 

9.1 

100.0 

100.0 

81.3 

9.5 

82.3 

9.7 

(12.7) 

(13.0) 

(37.5) 

(4.5) 


(8.1) 

(0.9) 

0.2 

332.9 

39.1 

(0.1) 

Variable Cost of Sales 

Shipping Expense 

LIFO Valuation Adjustment 

814.9 

99.9 

(6.8) 

0.8 

0.1 

(75.5) 

(8.1) 

0.1 

(10.2) 

(8.8) 

100.0 

82.0 

10.1 

81.2 

10.1 

9.2 

8.0 

(2.5) 

(0.8) 


(1.7) 

32.5 

MARGINAL CONTRIBUTION 

78.3 

(6.3) 

(0.5) 

(0.6) 

7.9 

8.7 

9.2 

8.0 

(2.5) 

(0.8) 


(1.7) 

32.5 

AVAILABLE PROFIT 

78.3 

(6.3) 

(0.5) 

(0.6) 

7.9 

8.7 

5.3 

1.7 

0.1 

0.1 

5.5 

1.2 

0.1 

(14.4) 

19.4 

(2.8) 

1.2 


0.6 

1.7 

0.2 

22.2 

5.0 

0.2 

0.3 

Marketing 

General and Administrative 

Research and Development 

Other Deductions/(Income), Net 

56.9 

14.8 

0.5 

1.1 

2.2 

2.6 

0.5 

(1.0) 

1.8 

(1.8) 

10.8 

5.7 

1.5 

0.1 

0.1 

6.2 

1.8 

0.1 

0.1 

7.2 

6.8 

(6.1) 

(1.6) 


2.5 

27.7 

TOTAL EXPENSE 

73.3 

5.3 

0.8 

1.1 

7.4 

8.2 

2.0 

1.2 

(33.3) 

(2.4) 


0.8 

4.8 

INCOME FROM OPERATIONS BEFORE 
INTEREST, AMORT. AND ASSESSMENTS 

5.0 

(1.0) 

0.3 

6.4 

0.5 

0.5 

0.1 

(0.1) 

0.1 

100.0 

(100.0) 

0.1 

(0.2) 


0.1 

0.2 

Interest and Other Debt Exp., Net 
Amortization of Goodwill 

KGF Intercompany Ad] (Inc)/Ded 

0.1 

0.6 

0.1 

0.1 

(0.5) 

50.0 

(100.0) 

0.1 

0.1 

(0.1) 

- 

0.1 

(100.0) 

(0.1) 


0.1 

0.2 


0.7 

0.1 

(0.4) 

(100.0+) 

0.1 

- 

2.0 

1.1 

(35.2) 

(2.5) 


0.9 

4.6 

EARNINGS BEFORE INCOME TAXES 

4.3 

(0.9) 

(0.1) 

(2.3) 

0.4 

0.5 

0.8 

0.4 

34.5 

1.0 


(0.3) 

1.9 

Provision for Income Taxes 

1.8 

0.4 

- 

- 

^ 0.1 

0.2 

1.2 

0.7 

(35.7) $ 

(1.5) 

$ 

0.6 $ 

2.7 

NET EARNINGS 

$ 2.5 

$ (0.5) $ 

(0.1) 

(3.8) 

0.3 

0.3 
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KRAFT FOODSERVICE 

SUMMARY OF VOLUME. OPERATING REVENUES AND INCOME FROM OPERATIONS 

(in millions) 


TOTAL METRO 
KEY ACCOUNTS 
HEADQUARTERS/OTHER 
KRAFT FOODSERVICE 


TOTAL METRO 

KEY ACCOUNTS 

HEADQUARTERS/OTHER 

KRAFT FOODSERVICE 


9ZS9E0SfrG£ 



For the Month Ending March 31. 


VOLUME (Ibs/pts) 


Variance Fav./(Unfav.) 


1994 

Budget 

% 

1993 

% 

400.2 

(1.4) 

(0.3) 

23.9 

6.4 

11.8 

0.7 

6.3 

(0.3) 

(2.6) 

_ 


_ 

(0.4) 

(100.0) 

412.0 

... (0.7) 

(0.2) _ 

23.2 

6.0 


OPERATING REVENUES 


Vari ance F av./(U nfav.) 


1994 

Budget 

% 

1993 

% 

$392.5 

$5.3 

1.4 

$40.9 

11.6 

12.0 

1.7 

16.5 

0.9 

8.1 

(0.2) 

_ 

_ 

(0.6) 

(100.0)+ 

$404.3 

$7.0 

1.8 

$41.2 

11.3 


INCOME FROM OPERATIONS 


Variance Fav./(Unfav.) 


1994 

Budget 

% 

1993 

% 

$13.4 

$0.5 

3.9 

$2.4 

21.8 

0.5 

- 

- 

- 

- 

_(§4 

0.3 

3.2 

(4.8) 

(100.0)+ 

$4.8 

$0.8 

20.0 

($2.4) 

(33.3) 


Year-to-Date March 31. 


VOLUME (Ibs/pts) _OPERATING REVENUES _INCOME FROM OPERATIONS 


Variance Fav./( Unfav.) Variance Fav./(Unfav.) Variance Fav./(Unfav.) 

.» at a nnn n/ jnn j n ■ . -: :-—- A .......■- L. 


1994 

Budget 

% 

1993 

% 

1994 

Budget 

% 

1993 

% 

1994 

Budget 

% 

1993 

% 

987.9 

(13.8) 

(1.4) 

66.5 

7.2 

$963.3 

($3.0) 

(0.3) 

$85.8 

9.8 

$21.7 

($1.9) 

(8.1) 

$2.6 

13.6 

30.0 

- 


(2.5) 

(7.7) 

30.3 

2.5 

9.0 

(0-6) 

(1.9) 

1.6 

0.3 

23.1 

(0.1) 

(5.9) 

0.1 

- 

- 

_(13) 

(92.9) _ 

(0.6) 

_ 

- 

(2.2) 

(100.0)+ 

(18.3) 

0.6 

3.2 

(2.2) 

(13.7) 

1.018.0 

(13.8) 

(13) s 

62.7 

6.6 

rr 

$993.0 

($0.5) 

(0.1) = 

$83.0 

9.1 

$5.0 

($1.0) 

(16.7) a 

$0.3 

6.4 
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KRAFT FOODSERVICE INC- 


OPERATING STRUCTURE AND KEY FRANCHISES 


Kraft Foodservice is the second largest distributor of food and food related products with 42 distribution centers 
throughout the United States. 


As a broadline distributor, Kraft Foodservice supplies all types of institutional food customers, including 
restaurants, healthcare, employee cafeterias, fast food, and the foodservice/deli section of supermarkets. 
Products include Kraft, General Foods, and Oscar Mayer trademarks, Kraft Foodservice label items, as well as 
branded food and non-food products from national and regional manufacturers. Products include frozen and 
refrigerated foods, meats, poultry, seafood, produce, beverages, dry groceries, equipment, and cleaning supplies. 


Kraft Foodservice can reach 97% of foodservice operators in the United States and is divided into three reporting 
structures: "Service So Good...", National Sales and Operations, and Key Accounts. The "Service So Good..." 
region currently consists of 10 nationally located districts on the SANDRA 90 system who have implemented an 
internal TQM process that significantly raises their ability to provide error free service. Externally, these "Service 
So Good..." districts are positioning their brand of superior service to gain a sustainable competitive advantage. 
The other 32 districts who have not yet implemented the "Service So Good..." program, comprise National Sales 
and Operations and are divided into 3 geographic regions: East, Central and West. Key Accounts is comprised 
of approximately 15 customers, which are major chains primarily in the fast food industry, whose high volume and 
frequency of orders allow direct shipment from manufacturing facilities without involvement from any of the 42 
districts. 
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The Miller Brewing Company 
OPERATING REVENUES/INCOME FROM OPERATIONS 

(in millions of dollars) 


OPERATING REVENUES 


450 

400 

350 

300 

250 


200 



JAN 

FEB 

MAR 

APR 

MAY 

JUN 

JUL 

AUG 

SEP 

OCT 

NOV 

DEC 

1994 BUDGET — 

309.8 

312.2 

369.7 

373.3 

402.8 

412.6 

386.1 

386.3 

361.2 

336.7 

322.8 

281.7 

1994 ACTUAL — 

317.4 

332.8 

379.7 










1993 ACTUAL -- 

300.6 

317.1 

356.7 

360.2 

392.4 

417.2 

389.8 

374.4 

346.1 

336.5 

300.2 

263.0 




1,200 

900 

600 



YEAR TO DATE 

1994 BUDGET ■ 

991.7 

1994 ACTUAL B 

1,029.9 

1993 ACTUAL ■ 

974.4 


110 




YEAR TO DATE 

1994 BUDGET ■ 

97.1 

1994 ACTUAL H 

103.0 

1993 ACTUAL ■ 

92.6 



JAN 

FEB 

MAR 

APR 

MAY 

JUN 

JUL 

AUG 

SEP 

OCT 

NOV 

DEC 

1994 BUDGET — 

23.0 

27.8 

46.3 

44.6 

54.1 

54.7 

38.3 

39.9 

33.8 

28.1 

24.3 

26.1 

1994 ACTUAL — 

30.3 

42.7 

30.0 










1993 ACTUAL -- 

17.8 

33.7 

41.1 

30.4 

45.2 

64.1 

36.4 

27.6 

29.3 

14.9 

6.5 

8.9 
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MILLER BREWING COMPANY 


Domestic retail sales of 9.3 million barrels for the first quarter of 1994 (including Molson USA sales of .6 million) were up 6% compared to 1993, 
when adjusted for one more trading day in 1994. Our short-term trends continue to improve with the performance of our new ice brands. 
MOLSON ICE accounted for 54% of all Molson USA sales, and collectively, MOLSON ICE, LITE ICE, and ICE HOUSE contributed 8% of the first 
quarter domestic retail sales. While we are encouraged by the results of these ice products, it is too early to read consumer repeat business and 
the effect of cannibalization. Therefore, we remain cautiously optimistic. Our base brands continue to show some softness, especially our budget 
brands, which are off due to our aggressive price-up strategy. Excluding Molson USA, Miller's domestic retail sales were down .4%. The greatest 
percentage decreases were seen in California and Michigan; the largest increases in Georgia and Florida. Retail market share is at 22.7%, 
versus 21.8% a year ago. 

Wholesale shipments of 10.8 million barrels for the first quarter of 1994 were up 5.1% when compared to the same period last year. Excluding 
the impact of Molson USA, shipments were virtually flat versus last year. When compared to budget, shipments of 10.8 million were up 1.5%. 
Field inventory at distributors was 27 days at month end, the same level as last month, and down 2 days from a year ago. 

Operating revenues of $1 billion for the first quarter of 1994 were up $56 million (+6%) from the comparable quarter a year ago. The acquisition 
of Molson USA favorably impacted revenues versus year ago by $71 million. Excluding Molson USA, operating revenues were down $15 million 
due to the impact of de-consolidating the company-owned branches, partially offset by favorable results from both our domestic and international 
operations. When compared to budget, operating revenues of $1 billion were favorable by $38 million (+4%). 

Income from operations (IFO) of $103 million for the first quarter of 1994 was up $10 million (+11%). The favorability was largely due to costs 
removed from our business due to restructuring and workforce reductions. Deconsolidation of our branches also positively impacted IFO. Higher 
marketing costs in 1994 partially offset the savings. When compared to budget, IFO of $103 million was up $6 million (+6%). The favorability was 
primarily volume driven. 

The sale of our bottle plant in Sennett, New York, to Owens-Illinois was consummated on March 31, 1994. It was a $45 million cash deal, for net 
book value, with a favorable long term supply agreement. 

We implemented our Service 2000 organizational changes in Sales and Marketing. The new structure will allow us to improve our local sales, 
marketing and distribution efforts in the field and will allow us to maximize our ability to take advantage of local opportunities. As part of this effort 
to improve our sales & marketing organization, the country will be divided into three Regional Commercial Groups and nineteen geographic 
Market Areas. 


John N. MacDonough 
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Vs. 

Vs. 


1993 

Budget 

Barrel Vol. 

4 % 

(1)% 

Op. Revenues 

6 X 

3 % 

Avail. Profit 

4 % 

2 % 

Income from Oper. 

(27)% 

(35)% 

Pre-Tax 

(28)% 

(37)% 

Net Earnings 

(28)% 

(37)% 



Miller Brewing Company 
COMPARATIVE STATEMENT OF OPERATIONS 

(in millions of dollars) 




Vs. 

Vs. 


Budget 

1993 

Barrel Vol. 

2 % 

5 X 

Op. Revenues 

4 % 

6 % 

Avail. Profit 

5 % 

3 % 

Income from Oper. 

6 % 

11 % 

Pre-Tax 

6 % 

12 % 

Net Earnings 

7 % 

12 % 


- MAR - - YEAR-TO-DATE - 

Variance Fav./(Unfav.) Variance Fav./(Unfav.) 


% 

% 

% Change ~ 






_ 




% Change 

% 

X 

1993 

1994 

Prior Yr 

1993 

Budget ' 

1994 


1994 


Budget 


1993 

Prior Yr 

1994 

1993 



4.0 

151.0 

(20.0) 

3,953.0 

BEER VOLUME (000 Omitted) 

10,821.0 


163.0 


525.0 

5.1 



99.9 

99.9 

o 

In 

** 

23.0 $ 

9.9 $ 

379.3 

Net Sales - Customers 

$ 1,029.0 

$ 

38.2 

$ 

55.5 

5.7 

99.9 

99.9 

0.1 

0.1 

- 

- 

0.1 

0.4 

Royalties and Other Oper. Revenues 

0.9 


- 


- 

- 

0.1 

0.1 

100.0 

100.0 

6.4 

23.0 

10.0 

379.7 

TOTAL OPERATING REVENUES 

1,029.9 


38.2 


55.5 

5.7 

100.0 

100.0 

38.2 

39.8 

(10.9) 

(14.9) 

(4.9) 

151.0 

Variable Cost of Sales 

411.5 


(18.8) 


(42.1) 

(11.4) 

40.0 

37.9 

18.3 

18.0 

(4.4) 

(2.9) 

- 

68.2 

Federal Excise Tax 

186.6 


(2.6) 


(9.2) 

(5.2) 

18.1 

18.2 

- 

- 

“ 

- 

(0.1) 

0.1 

LIFO Valuation Adjustment 

0.1 




0.2 

66.7 

- 

- 

43.5 

42.2 

3.4 

5.2 

5.0 

160.4 

MARGINAL CONTRIBUTION 

431.7 


16.8 


4.4 

1.0 

41.9 

43.9 

11.9 

11.3 

(1.6) 

(0.7) 

(2.5) 

43.2 

Fixed Manufacturing Expense 

120.3 


(1.8) 


5.4 

4.3 

11.7 

12.9 

31.6 

30.9 

4.0 

4.5 

2.5 

117.2 

AVAILABLE PROFIT 

311.4 


15.0 


9.8 

3.2 

30.2 

31.0 

18.0 

19.5 

(15.1) 

(9.7) 

(11.8) 

73.8 

Marketing 

177.5 


(9.2) 


(3.8) 

(2.2) 

17.1 

17.9 

2.6 

3.5 

(43.5) 

(4.0) 

(2.2) 

13.2 

General and Administrative 

32.1 


0.4 


2.4 

7.0 

3.1 

3.5 

0.3 

0.3 

8.3 

0.1 

- 

1.1 

Research and Development 

2.8 


0.2 


0.3 

9.7 

0.3 

0.3 

- 

(0.1) 

100.0 

0.2 

0.2 

(0.2) 

Currency Trans, and Hedging, Net 

(0.2) 


0.2 


0.2 

100.0 

- 

- 

(0.8) 

- 

(100.0) 

(2.9) 

0.1 

- 

Other Deductions/(Income), Net 

(3.5) 


3.8 


1.2 

52.2 

(0.3) 

(0.2) 

20.1 

23.2 

(22.8) 

(16.3) 

(13.7) 

87.9 

TOTAL EXPENSE 

208.7 


(4.6) 


0.3 

0.1 

20.2 

21.5 







Income from Unconsolidated 









- 

0.2 

100.0 

0.7 

(5.1) 

0.7 

Subsidiaries and Affiliates 

0.3 


(4.5) 


0.3 

100.0 

- 

- 







INCOME FROM OPERATIONS BEFORE 









11.5 

7.9 

(27.0) 

(11.1) 

(16.3) 

30.0 

INTEREST, AMORT. AND ASSESSMENTS 

103.0 


5.9 


10.4 

11.2 

10.0 

9.5 

0.1 

0.1 

- 

- 

0.1 

0.4 

Interest and Other Debt Expense, Net 

1.3 


0.1 


0.1 

7.1 

0.1 

0.1 

- 

0.1 

(100.0+) 

(0.2) 

(0.2) 

0.3 

Amortization of Goodwill 

0.4 


(0.1) 


0.1 

20.0 

- 

0.1 

0.3 

0.2 

11.1 

0.1 

- 

0.8 

Corporate Assessment - G & A 

2.4 




0.3 

11.1 

0.2 

0.3 

0.1 

0.1 

- 

- 

(0.1) 

0.4 

Corporate Assessment - Interest 

1.5 


(0.2) 


(0.2) 

(15.4) 

0.2 

0.1 

0.5 

0.5 

(5.6) 

(0.1) 

(0.2) 

1.9 


5.6 


(0.2) 


0.3 

5.1 

0.5 

0.6 

11.0 

7.4 

(28.5) 

(11.2) 

(16.5) 

28.1 

EARNINGS BEFORE INCOME TAXES 

97.4 


5.7 


10.7 

12.3 

9.5 

8.9 

4.3 

2.9 

29.0 

4.5 

6.3 

11.0 

Provision for Income Taxes 

38.5 


(1-6) 


(4.2) 

(12.2) 

3.8 

3.5 

6.7 

4.5 

(28.2) $ 

pN 

& 

(10.2) $ 

17.1 

NET EARNINGS 

$ 58.9 

$ 

4.1 

% 

6.5 

12.4 

5.7 

5.4 
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Miller Brewing Company 

Barrel Shipments and Retail Sales 
(Barrels in 000‘s) 


YEAR-TO-DATE 


% Change 

Variance Fav./(Unfav.) 




Variance Fav./(Unfav.) 

% Change 

Vs. 1993 

1993 

Budget 

1994 

WHOLESALE SHIPMENTS 

1994 

Budqet 

1993 

Vs.1993 





Premium 





(11-9) 

(55) 

(50) 

408 

High Life 

1,190 

(64) 

(21) 

(1.7) 

- 

- 

(id 

- 

High Life Lite 

13 

(18) 

13 

100.0 

4.8 

29 

(8) 

628 

Genuine Draft 

1,708 

(13) 

19 

1.1 

40.0 

6 

2 

21 

Leinenkugel 

56 

(1) 

14 

33.3 

(18.3) 

(283) 

(192) 

1,262 

Lite 

3,715 

(212) 

(405) 

(9.8) 

100.0 

239 

159 

239 

Lite Ice 

366 

222 

366 

100.0 

100.0 

193 

148 

193 

Ice House 

335 

204 

335 

100,0 

(18.5) 

(28) 

_ 

123 

Genuine Draft Light 

352 

(19) 

_ m 

(11.8) 

3.6 

101 

39 

2,874 

Sub-total premium 

7,735 

99 

274 

3.7 





Super-Premium 





(19.0) 

(8) 

(16) 

34 

Lowenbrau 

99 

(17) 

(22) 

(18.2) 

(16.7) 

_ &. 

_(£1 

10 

Reserve/Light/Ale 

30 

(3) 

5 

20.0 

(18.5) 

(10) 

(20) 

44 

Sub-total super-premium 

129 

(20) 

(17) 

(116) 





Below Premium 





(10.9) 

(75) 

(66) 

614 

Milwaukee's Best/Light 

1,778 

(74) 

(149) 

(7.7) 

(37.2) 

(48) 

(24) 

81 

Meister Brau/Light 

241 

(31) 

(100) 

(29.3) 

(100.0) 

(4) 

- 

- 

Colder’s 29/Light 

2 

- 

(17) 

(89.5) 

(13.3) 

(14) 

(21) 

91 

Magnum 

268 

(27) 

(13) 

(4.6) 

(15.2) 

(141) 

(111) 

786 

Sub-total below premium 

2,289 

(132) 

(279) 

(10.9) 

100.0 

16 

16 

16 

Other 

29" 

29 

29 

100.0 

100.0 

202 

64 

202 

Molson Brands 

554 

199 

554 

100.0 

4,5 

168 

(12) 

3,922 

Total Beer 

10,736 

175 

561 

5.5 

(35.4) 

(17) 

_(8] 

31 

Sharp's 

85 

(12) 

(36) 

(29.8) 

4.0 

151 

(20) 

3,953 

Total all brands 

10,821 

163 

525 

5,1 





Premium 





(2.9) 

(4) 

10 

122 

High Life 

319 

(2) 

(30) 

(9.9) 

4.6 

23 

29 

512 

Genuine Draft 

1,314 

6 

48 

2.2 

31.6 

5 

- 

19 

Leinenkugel 

51 

(2) 

12 

30.1 

(3.5) 

(47) 

37 

1,280 

Lite 

3,319 

(18) 

(182) 

(6.7) 

100.0 

149 

109 

149 

Lite Ice 

170 

130 

170 

100.0 

100.0 

129 

75 

129 

Ice House 

252 

105 

252 

100.0 

(8.8) 

(12) 

_ (21) 

121 

Genuine Draft Light 

320 

(47) 

(21) 

(7.5) 

11.6 

243 

239 

2,332 

Sub-total premium 

5,745 

172 

249 

2.8 





Super-Premium 





(18.1) 

(7) 

(6) 

33 

Lowenbrau 

94 

(11) 

(13) 

(13.9) 

(33.3) 

_(4) 

_ffl 

8 

Reserve/Light/Ale 

20 

(17) 

(12) 

(38.3) 

(21.5) 

(11) 

(13) 

41 

Sub-total super-premium 

114 

(28) 

(25) 

(19.6) 





Below Premium 





4.5 

12 

(32) 

271 

High Life 

694 

(49) 

61 

7.8 

100.0 

4 

(6) 

4 

High Life Light 

10 


10 

100.0 

(1.2) 

(8) 

2 

610 

Milwaukee's Best/Light 

1,644 

(4) 

(82) 

(6.3) 

(34.7) 

(42) 

(15) 

80 

Meister Brau/Light 

224 

(24) 

(84) 

(28.5) 

(100.0) 

(7) 

(D 

- 

Colder’s 29/Light 

2 

(4) 

(18) 

(90.2) 

(2.4) 

_(2) 

_(9) 

91 

Magnum 

251 

_ Of) 

_(11 

(1.8) 

(3.9) 

_ m 

(61) 

1,056 

Sub-total below premium 

2,825 

(95) 

(114) 

(5.4) 

100.0 

202 

103 

202 

Molson Brands 

554 

199 

554 

100.0 

12.1 

391 

268 

3,631 

Total Beer 

9,238 

248 

664 

6.1 

(7.1) 

(3) 

_ 

34 

Sharp's 

84 

(15) 

(10) 

(12.1) 

11.8 

388 

268 

3,665 

Total all brands 

9,322 

233 

654 

5.9 


Note: Percentage changes for Retail Sales are adjusted for working days in order to equalize year-to-year calendar differences. 
(A) The Retail Sales exclude foreign sales of U.S. produced beer. 
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Philip Morris Capital Corporation 
REVENUES/NET EARNINGS 
(in millions of dollars) 


REVENUES 


1994 BUDGET — 
1994 ACTUAL — 
1993 ACTUAL -- 


MAY JUN JUL AUG SEP OCT NOV DEC 


15.8 34.8 18.3 16.5 39.4 17.9 17.7 53.8 

22.8 22.3 21.7 24.2 24.0 25.8 22.9 26.3 


1994 BU DGET! 
1994 ACTUAL 1 
1993 ACTUAL I 


YEAR TO DATE 


70.8 

69.6 

78.1 


NET EARNINGS 


[Sail 


1994 BUDGET — _ ] 

1994 ACTUAL — _ ] 

1993 ACTUAL -- < 


frSZ9EGSfrG< 


FEB 

MAR 

| APR 

MAY 

JUN 

JUL j 

AUG | 

SEP 

OCT 

| NOV 

DEC 

6.2 

17.6 

5.7 

5.3 

17.7 

7.6 

6.1 

19.9 

6.6 

6.4 

28.4 

6.2 

17.6 










8.4 

11.6 

10.6 

8.3 

8.3 

9.7 

10.4 

(6.0) 

12.8 

10.9 

14.3 


1MB 


>i 


1994 BUDGET | 
1994 ACTUAL | 
1993 ACTUAL I 


YEAR TO DATE 


31.3 

31.3 

29.3 


Page 
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PHILIP MORRIS CAPITAL CORPORATION 


In March 1994, Philip Morris Capital Corporation (PMCC) recorded revenues of $34.9 million, income from operations (IFO) of $28.0 million and net earnings of $17.6 million. 
Year-to-date, the Capital Corporation’s revenues, income from operations and net earnings totaled $69.6 million, $48.2 million, and $31.3 million, respectively. The Capital 
Corporation’s interest coverage ratio was 3.81 for the twelve months ended March 1994, exceeding the 1.25 ratio specified under PMCC's Support Agreements. An analysis of 
PMCC’s and Mission Viejo Company's (MVC) financial results is summarized below: 


- March -- - Year-To-Date 


% 

Variance 

% 

Variance 



(In Millions of Dollars) 


Variance 

% 

Variance 

% 

Fa v./ 

Fav./ 

Fav./ 

Fa v./ 





Fa v./ 

Fav./ 

Fav./ 

Fav./ 

(Unfav.) 

(Unfav.) 

(Unfav.) 

(Unfav.) 





(Unfav.) 

(Unfav.) 

(Unfav.) 

(Unfav.) 

vs. 1993 

vs-1993 

VS- Bdgt. 

vs. Bdgt. 

Actual 


Actual 

vs. Bdgt. 

vs- Bdgt. 

vs. 1993 

vs. 1993 

21 % 

$ 6.1 

-% 

$ 0.1 

$ 

34.9 

PMCC Revenues 

$ 69.6 

$ (1.2) 

(2) % 

$ (8.5) 

(ii)% 

58 % 

4.5 

3% 

0-4 


_L 22. 

MVC Revenues 

32.8 

2.2 

7 % 

122 

59 % 

29 % 

$ 10.6 

1 % 

$ 0.5 

3L 

47.1 

Total Revenues 

$ 102.4 

$ 1.0 

1 % 

$ 3.7 

4 % 

63 % 

$ 10.8 

-% 

$ - 

$ 

28.0 

PMCC Income From Operations 

$ 48.2 

$ 

- % 

$ 5.2 

12 % 

43 % 

1.0 

43 % 

_UL 


_JL.3_ 

MVC Income From Operations 

8.4 

2.7 

47 % 

2.4 

40 % 

61 % 

$ 11.8 

3 % 

$ 1.0 

JL 

31-3 

Total Income From Operations 

$ 56.6 

$2.7 

5 % 

$ 7.6 

16 % 

52 % 

$ 6.0 

-% 

$ - 

$ 

17.6 

PMCC Net Earnings 

$ 31.3 

$ - 

- % 

$ 2.0 

7 % 

54 % 

0.7 

54% 

0.7 


2.0 

MVC Net Earnings 

4.9 

1.6 

48 % 

1.5 

44 % 

(100)% 

(Q-I) 

(100)% 

(0-1) 


(0.2) 

Consolidating Adjustments 

(0-4) 

(0-1) 

(33) % 

.. 

- % 

52 % 

$ 6,6 

3% 

$ 0.6 


19,4 

Total Net Earnings 

$ 35.8 

$ 1.5 

4 % 

$ 3.5 

11 % 


Excluding the results of MVC, PMCCs IFO was on budget for the first quarter 1994. IFO and net earnings results benefited from lower than budgeted interest expense offset by 
lower than budgeted gains from securities sales. 

During the quarter in the leasing/structured finance area, PMCC invested an additional $16.4 million in a lease of locomotives and freight cars to Chicago and North Western 
Transportation Company and $6.1 million in a lease of locomotives to Southern Pacific Transportation Company. PMCC also invested $4.0 million in two low-income housing 
limited partnerships. 

In the customer and supplier financing area, PMCC invested $7.7 million in loans to distributors of Miller Brewing Company. 

During the quarter, PMCC liquidated a majority of its marketable securities portfolio. On March 30, 1994, $475 million of the proceeds was remitted to PM Companies as a 
dividend. 




HANS G. STORR 
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PHILIP MORRIS CAPITAL CORPORATION 




(A) 

vs. 1993 

vs. Budget 

COMPARATIVE STATEMENT OF OPERATIONS 

(A) 

vs. Budget 

vs. 1993 

Revenues 

21 % 

- % 

(in millions of dollars) 

Revenues 

(2)% 

(ii)% 

IFO 

63 % 

- % 


IFO 

- % 

12% 

Net Earnings 

52% 

- % 


Net Earnings 

- % 

7 % 


MARCH 




YEAR-TO-DATE 


VARIANCE FAV./(UNFAV.) 




VARIANCE FAV./(UNFAV.) 

1993 

BUDGET 

1994 


1994 

BUDGET 

1993 




REVENUES: 




$ 6.3 

$ 0.1 

$ 34.2 

Financing revenues 

$ 67.5 

$ (1.2) 

$ (7.9) 

(0.2) 

- 

0.7 

Amortization of investment tax credits 

2.1 

- 

(0.6) 

6.1 

0.1 

34.9 

Total revenues 

69.6 

(1.2) 

(8.5) 




EXPENSES: 




3.4 

0.1 

6.8 

Interest expense 

21.9 

0.9 

9.1 

0.2 

0.1 

0.6 

General and administrative expenses 

2.1 

0.1 

0.3 

- 

- 

- 

Provision for losses 

- 

- 

- 

0.1 

- 

0.5 

Other 

1.4 

0.1 

0.3 

3.7 

0.2 

7.9 

Total expenses 

25.4 

1.1 

9.7 

1.0 

(0.3) 

1.0 

EQUITY EARNINGS OF LTD PARTNERSHIPS 

4.0 

0.1 

4.0 

10.8 

- 

28.0 

INCOME FROM OPERATIONS 

48.2 

- 

5.2 

_ 

- 

0.3 

Corporate assessments 

0.9 

- 

0.1 

10.8 

- 

27.7 

EARNINGS BEFORE INCOME TAXES 

47.3 

- 

5.3 

(4-8) 

- 

10.1 

Provision for income taxes 

16.0 

- 

(3.3) 

6.0 

- 

17.6 

PMCC NET EARNINGS EXCLUDING MVC 

31.3 

- 

2.0 

0.7 

0.7 

2.0 

MVC NET EARNINGS 

4.9 

1.6 

1.5 

(0.1) 

(0.1) 

(0.2) 

CONSOLIDATING ADJUSTMENTS 

(0.4) 

(0.1) 

- 

$ 6.6 

$ 0.6 

$ 19.4 

NET EARNINGS 

$ 35.8 

$ 1.5 

$ 3.5 




INTEREST COVERAGE RATIO 

3.81 



(A) These percentages are applicable to PMCCs operating results and exclude the impact of MVC. 
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PHILIP MORRIS CAPITAL CORPORATION 
REVENUES - DETAIL 

(in millions of dollars) 


MARCH YEAR-TO-DATE 


VARIANCE FAV ./( UNFAV .) 




VARIANCE FAV./(UNFAV.) 

1993 

BUDGET 

1994 


1994 

BUDGET 


1993 





CUSTOMER AND SUPPLIER FINANCING 





$ (0.6) 

$ 

(0.1) 

$ 0.2 

Mission Viejo mortgage notes 

$ 0.7 

$ (0.2) 

$ 

(1.8) 

(0.1) 


- 

0.3 

Mission Viejo loans 

0.8 

- 


(0.1) 

0.1 


- 

0.7 

Miller distributor loans 

1.9 

(0.1) 


0.4 

0.1 


0.1 

0.2 

PM USA supplier/distributor loans and leases 

0.5 



(0.2) 

0.2 


- 

0.5 

KGF supplier/distributor loans and leases 

1.4 

(0.1) 


0.5 

- 


- 

0.4 

Warehouse financing loans 

1.2 

- 


- 

(0.2) 


(0.1) 

0.1 

Dart Resorts mortgage notes 

0.7 

0.2 


(0.2) 

(0-5) 


(0.1) 

2.4 

Total 

7.2 

(0.2) 


(1.4) 





BUSINESS INDEPENDENT OF OPERATING COMPANIES 





(5.8) 


1.1 

13.5 

Leasing investments 

37.2 

0.4 


(11.8) 

(0.4) 


1.3 

1.4 

Preferred stock 

3.4 

0.7 


(2.8) 

(2.5) 


- 

- 

Euro DM/Euro SFr time deposits 

- 

- 


(6.1) 

1.9 


0.1 

2.2 

Tax-exempt securities 

2.6 

0.1 


1.6 

13.5 


(2.4) 

13.6 

Subordinated debt and equity investments 

14.0 

(2.3) 


12.4 

- 


- 

- 

Miscellaneous 

- 

- 


- 

6.7 


0.1 

30.7 

Total 

57.2 

(i.i) 


(6.7) 





BUSINESS WITH OPERATING COMPANIES 





(0.1) 


- 

1.2 

Mission Viejo intercompany loans 

3.6 

- 


- 

0.1 


0.1 

0.2 

Miller notes 

0.4 

0.1 


(0.1) 

(0.1) 


- 

0.3 

KGF loans and leases 

1.0 

- 


(0.3) 

- 


- 

0.1 

PM USA/PM Management leases 

0.2 

- 


- 

(0.1) 


0.1 

1.8 

Total 

5.2 

0.1 


(0.4) 

$ 6.1 

$ 

0.1 

$ 34.9 

Total revenues 

$ 69.6 

$ (1.2) 

1= 

(8.5) 
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Mission Viejo Company 
OPERATING REVENUES/NET EARNINGS 
(in millions of dollars) 


1994 BUDGET 
1994 ACTUAL 
1993 ACTUAL 


OPERATING REVENUES 



1— 

FEB 

MAR 

APR 

MAY 

JUN 

JUL 

AUG 

SEP 

OCT 

NOV 

DEC 

6.2 

12.6 

11.8 

12.8 

36.9 

54.2 

40,4 

7.2 

8.9 

4.8 

8.8 

26.4 

7.8 

12.8 

12.2 










6.8 

6.1 

7.7 

5.1 

6.1 

5.7 

5.9 

5.7 

5.1 

6.1 

11.9 

62.6 


fP ! 1 



YEAR TO DATE 

1994 BUDGET H 

30.6 

1994 ACTUAL H 

32.8 

1993 ACTUAL ■ 

20.6 


NET EARNINGS 



1994 BUDGET — 0.9 

1994 ACTUAL — _15 

1993 ACTUAL _16 


JAN 

FEB 

MAR 

APR 

MAY 

JUN 

1 JUL 

! AUG 

SEP 

OCT 

NOV | 

DEC 

0.9 

1.1 

1.3 

2.0 

2.5 

3.0 

7.5 

0.8 

13 

0.4 

0.7 

2.5 

1.5 

14 

2.0 










1.6 

0.5 

1.3 

0.7 

11 

0.7 

0.9 

1 0.9 

(3.1) 

10 

16 

17.0 



YEAR TO DATE 

1994 BUDGET ■ 

3.3 

1994 ACTUAL B 

4.9 

1993 ACTUAL ■ 

3.4 
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MISSION VIEJO COMPANY 


First quarter operations resulted in income from operations of $8.4 million, earnings before income taxes of $8.2 
million and net earnings of $4.9 million, favorable from Budget by $2.7 million, $2.6 million and $1.6 million, 
respectively. These favorable variances were due primarily to increased Colorado residential land sales, along with a 
change in mix to sales with higher gross margins. Partially offsetting the favorable variances was the delay of a 
California residential land sale until later in the year. Year-to-date income from operations of $8.4 million is 40% 
higher than this time last year. 


In Colorado, residential lot sales to outside builders registered its highest quarter ever, totalling 578 lot sales. This 
exceeds 1993 first quarter lot sales by 91%. Douglas County, where our Highlands Ranch project is located, was 
listed by the Wall Street Journal as the fastest growing white-collar area in the United States. This article reported the 
findings of a research firm which utilized criteria designed to identify "pockets of affluence and education", and then 
rated these areas based on population increase and median household income. Calling these areas "the power 
centers of tomorrow", the article said the growth trend reflects the shift in "white collar growth" from urban centers to 
rural areas, along with the business operations which support them. 


During the first quarter in California, a 15-acre residential land parcel and three business properties lots were sold. 
Additional signs of recovery in California's housing market are evident with each new month. Orange County home 
sales during the first two months of 1994, for which data is available, are up over the same period last year. In 
addition, the latest surge in sales activity has precipitated a drop in home inventory, which will ultimately result in 
increased demand for our land inventory. 


Craig McCallum 
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COMPARATIVE STATEMENT OF OPERATIONS 
(in millions of dollars) 


MARCH YEAR-TO-DATE 


% 

% 

% Change 

Variance Fav. (Unfav.) 




Variance Fav. (Unfav.) 

% Change 

% 

% 

1993 

1994 

Prior Year 

1993 

Budget 

1994 

LAND SALES ACTIVITY: 

ACRES SOLD 

1994 

Budget 

1993 

-PriorYeat _ 

J994 

1993 



- 

- 

(5) 

- 

Residential Land Sales - California 

15 

(5) 

15 

100.0 + 





69.0 

20 

16 

49 

Residential Land Sales - Colorado 

131 

25 

61 

87.1 





100.0 + 

5 

5 

5 

Business Properties Sales - California 

7 

4 

- 

- 





(92.3) 

(36) 

- 

3 

Business Properties Sales - Colorado 

13 

- 

(29) 

(69.0) 





(16.2) 

(id 

16 

57 

TOTAL ACRES SOLD 

166 

24 

47 

39.5 









RESIDENTIAL LOTS SOLD (DU’S) 









- 

- 

(68) 

- 

California 

51 

(68) 

51 

100.0 + 





57.1 

72 

52 

198 

Colorado 

578 

99 

275 

90.8 





57.1 

72 

(16) 

198 

TOTAL RESIDENTIAL LOTS SOLD (DU’S) 

629 

31 

326 

100.0 + 









OPERATING REVENUES 







49.4 

50.8 

63.2 

$ 2.4$ 

(1.2)$ 

6.2 

Residential Land Sales 

$ 22.5 

$ 0.6 $ 

13.5 

100.0 + 

68.6 

43.7 

50.6 

49.2 

53.8 

2.1 

1.6 

6.0 

Business Properties Sales 

10.3 

1.6 

(1.3) 

(11.2) 

31.4 

56.3 

100.0 

100.0 

68.4 

4.6 

0.4 

12.2 

TOTAL OPERATING REVENUES 

32.8 

2.2 

12.2 

69.2 

100.0 

100.0 







Total Direct and Indirect 







55.8 

64.8 

83.7 

(3.6) 

0.7 

7.9 

Cost of Sales 

21.6 

0.5 

(10.0) 

86.2 

65.9 

56.3 







AVAILABLE INCOME 







47.4 

51.6 

77.8 

1.4 

0.4 

3.2 

Residential Land Sales 

9.6 

1.9 

5.1 

100.0 + 

42.7 

50.0 

51.3 

26.7 

(20.0) 

(0.4) 

0.7 

1.6 

Business Properties Sales 

3.2 

0.9 

(2.7) 

(45.8) 

31.1 

50.9 

(5.2) 

(4.1) 

(25.0) 

(0.1) 

- 

(0.5) 

Indirect Production Cost 

(1.6) 

(0.1) 

(0.2) 

(14.3) 

(4.9) 

(6.8) 


44.2 

35.2 

26.5 

0.9 

1.1 

4.3 

TOTAL AVAILABLE INCOME 

EXPENSES 


11.2 

2.7 

2.2 

24.4 

34.1 

43.7 

6.5 

4.1 

- 

- 

(0.1) 

0.5 

Selling and Marketing 


1.3 

- 

0.2 

(13.3) 

4.0 

7.3 

5.2 

3.3 

- 

- 

- 

0.4 

General and Administrative 


1.2 

- 

0.1 

(7.7) 

3.6 

6.3 

2.6 

0.8 

(50.0) 

0.1 

- 

0.1 

Other Deductions(lncome) 1 Net 


0.3 

- 

(0.1) 

50.0 

0.9 

1.0 

14.3 

8.2 

(9.1) 

0.1 

(0.1) 

1.0 

TOTAL EXPENSES 


2.8 

- 

0.2 

(6.7) 

8.6 

14.6 

29.9 

27.0 

43.6 

1.0 

1.0 

3.3 

INCOME FROM OPERATIONS 


8.4 

2.7 

2.4 

40.0 

26.6 

29.1 

1.3 

- 

(100.0)+ 

0.1 

- 

- 

Corporate Assessment, G & A 


0.2 

(0.1) 

0.1 

(33.3) 

0.6 

1.5 

28.6 

27.0 

60.0 

1.1 

1.0 

3.3 

EARNINGS BEFORE INCOME TAXES 


8.2 

2.6 

2.5 

43.9 

25.0 

27.6 

11.7 

10.6 

44.4 

(0.4) 

(0.3) 

1.3 

Provision for Income Taxes 


3.3 

(1.0) 

(1.0) 

43.6 

10.1 

11.1 

16.9 _ 

16.4 

63.8 $ „ 

0.7 $ _ 

0.7 $ = 

2.0 

NET EARNINGS 


4.9 $_ 

1.6 $ 

1.5 

44.1 

14.9 

16.5 



$ 

-$ 

-$ 

1.2 

INTEREST INCURRED DURING PERIOD 

$ 

3.5 $ 

-$ 







$ 

(0.1)$ 

0.2 $ 

0.7 

INTEREST INCLUDED IN COST OF SALES 

$ 

2.2 $ 

0.2 $ 

(1.0) 
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